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ABSTRACT 
Direct marketing is in its booming stage in South East Asia as well as in 
Hong Kong. This is attributable to its targeting capability and the 
accountability of a marketing campaign. Successful applications are found in 
the marketing of unique or branded products as well as the support of brand 
name advertising. Consumers in Hong Kong, while starting to appreciate the 
benefits of individualistic messages and convenience from direct marketing, are 
still enjoying the pleasure of shopping from retail outlets. They are concerned 
about the risk associated, mainly about product quality and reputation of the 
marketers. From another perspective, direct marketing is facing a major 
problem of lack of comprehensive customer lists in Hong Kong. In this project, 
the authors tried to ascertain the feasibility of marketing men's accessories, the 
Bertini line, through direct means. An approach was recommended to 
overcome the consumers' concerns about direct marketing. Bank credit card 
mail order, direct response mass media advertising, and showroom can be 
employed to reduce the perceived risk of consumers. A customer file may then 
be built up to enable further targeting efforts. 
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Direct marketing has been in Hong Kong for a long time. Reader's 
Digest began their business in 1968 with direct marketing. American Express 
started their business in 1978 with their credit card name list. However, it was 
not until the recent years that direct marketing industry boomed in Hong Kong. 
In this study, the authors tried to study direct marketing in Hong Kong 
from two perspectives: consumers' attitudes towards direct marketing, and 
viewpoints of current practitioners in the industry. From this study, the 
feasibility of marketing men's clothing accessories through direct marketing 
channels was ascertained. Opportunities and difficulties of such were 
identified. Suggestions were made based on the study results. 
Before the study on consumer's attitude, a working definition of direct 
marketing was set. Then an overview of the current industry was made and 
previous researches on the topic was referenced. 
2 
Definition of Direct Marketing 
There have been numerous definitions of direct marketing. In these, 
concepts as direct or measurable response, more than one medium, 
communications with customers as an individual, and sales tracking were 
mentioned. In this study, the definition used by Bauer & Miglautsch1 was 
adopted and was quoted as follows: 
"Direct Marketing is a relational marketing process of 
prospecting, conversion and maintenance that involves 
information feedback and control at the individual level by using 
direct response advertising with tracking codes." 
In this definition, they listed direct response advertising as the basic step 
in direct marketing. In addition to the inherited characteristics of direct 
response advertising of a definite offer, a response device, and all the 
information necessary to make a decision, a tracking code is necessary for- this 
advertising to be a part of direct marketing. This is used to identify the source 
of the response, for measuring & analysing responses to various 
advertisements. 
Then the definition called for feedback and control at the individual 
level. The marketer is thus able to know directly consumers' reaction to his 
marketing promotion. With the information, the marketer can develop market 
segments and use these for targeting purposes. 
1 Bauer, Connie L., and Miglautsch, John. "A Conceptual Definition of Direct 
Marketing." Journal of Direct Marketing Vol. 6, No. 2 (1992): 7-17. 
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The third aspect of this definition viewed direct marketing as a process 
to find new customers, upgrade a respondent, change a customer into a loyal 
one, and to keep this customer with repeated contacts. 
From the maintaining of current customers the definition extended to 
relational marketing. Here direct marketing is viewed focusing on developing 
and maintaining an ongoing relationship between the marketer and his/her 
customers. This means regular and repeated contacts between these two 
parties. It is possible only if a comprehensive customer file is created and 
maintained. 
Bauer & Miglautsch2 also distinguished direct marketing with direct 
mail, direct selling & telemarketing. Direct marketing is not restricted to 
mailings only and the advertising can be transmitted via any other media. As 
opposed to direct selling firms which usually do not know their end customers, 
direct marketers have a well-kept customer file. In contrast to telemarketing 
which is usually a one-time deal, direct marketing stresses on maintaining 
ongoing customer relationships. 
Direct Marketing Businesses in South East Asia 
Before exploring the direct marketing situation in Hong Kong, a brief 
overview of the business in South East Asia would give a general picture of the 
industry. 
2Bauer and Miglautsch, ibid. 
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According to Lewis3, direct marketing is the fastest growing segment of 
the advertising industry in the West, growth was estimated at three times that of 
mainstream advertising. This has been so as advertising budgets tightened and 
clients demand greater accountability. In some Asian countries, direct 
marketing is growing at an even faster rate. According to Ggilvy's Godfrey 
Rooke4，most of Asia's direct expenditure is represented by direct mailing. In 
general, hindrances to direct marketing in S.E. Asia include poorly available 
customer lists, insufficient infrastructure and unfavourable consumers' attitudes. 
Singapore 
Singapore's superb infrastructure, free trading environment, high 
urbanisation, literacy, credit card acceptance plus its low-cost, efficient and 
reliable postal and telecommunication system combine to give this gem of a 
market solid standing as number two in Asia direct marketing. According to 
Rooke, the percentage growth of direct marketing in Singapore is already 
ahead of Hong Kong, the largest volume market in the region. Estimated 
spending of direct marketing in 1988 was USS20M with a 30 percent annual 
growth5. 
3Lewis, Matthew. "Asia's Hype or Asia's Hope?" Asian Advertising & Marketing. 
November 1991，pp.40-46. ——一 —— 
4Bateman, Merry. "Direct Marketing in Asia." Asian Advertising & Marketing. June 
1989, pp. 18-28. 
sBateman, ibid. 
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"More clients are looking for excellent direct marketing work, sound strategic 
development, synergy with their other communications efforts, and outstanding 
world-class creative" said Kathy Gulrich of O & M Direct Singapore6. While 
she estimated that at least 70 percent of all direct marketing in Singapore was 
direct mailing, she expected to see rapid growth in other areas over a few years. 
However, there still exists difficulties in Singapore as price-haggling is an 
accepted practice and consumers prefer to see and touch the products before 
buying7. 
Thailand 
The fact that Thailand becomes industrialised through large foreign 
investments, and thus creates a growing middle class with healthy, 
discretionary income has provided a good foundation for direct marketing to 
enter. The first direct marketing agency was O & M Direct, which started the 
operation in 1985, and followed by other international agencies. Consumers' 
attitudes towards direct marketing are encouraging. Response to a mailed 
marketing message can be 50 percent higher than in Singapore, Hong Kong or 
Malaysia. On the other hand, there are a lot of difficulties in this geographic 
market. Customer lists are a critical problem. Others include high packaging 
costs, lack of direct talent and an inefficient telephone system. Further to this, 
the sizes of direct marketing projects are usually small which cannot sustain 






In Malaysia, direct marketing has a lesser development. Problems 
encountered include unfavourable customers' attitude towards this medium9, 
absence of good list, costly telephone services, no toll-free line availability, a 
not-so-reliable postal system and the ever growing lack of direct marketing 
talent 1 0. „. 
Taiwan 
Don Mitchell of JWT 1 1 Asia cited the booming general economy and the 
multinational clients wanting to take advantage of strong entrepreneurial 
muscle which direct marketing can provide to be the reasons for high direct 
marketing potential in Taiwan. However, direct marketing is still very young. 
Most of the failure cases in direct marketing are from an unprofessional 
approach in preparing literature and in targeting potential clients. It was in the 
nineties that banks began to offer local currency credit cards, and this helped 
boast the growth of direct marketing. Currently, the two major direct marketers 
are American Express and Citibank, both are looking forward to a strong 
growth of direct marketing in Taiwan. 
9Lewis, ibid. 
10Bateman, ibid. 
11 Westbrook, John. "Direct Gains Advocates in Untried Market." Asian Advertising 
& Marketing, June 1992, pp. 38-47. 
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Direct marketing Business in Hong Kong 
There are currently a large number of companies in Hong Kong which 
are using direct marketing to market their products or services. Below are some 
examples. 
a) Banks 
Banks inevitably have the most comprehensive details of their 
customers. By using the list, bankers try to segment their customers and then 
approach each segment individually. Usually, mails are sent to the target 
customers to solicit response. Products that these bankers are selling include 
fixed deposit, foreign exchange, insurance, personal or tax loans, and credit 
cards. 
b) Magazines 
Reader's Digest is the first magazine that has been selling the magazine 
though direct marketing. Then their product was extended to books, music 
cassettes and CDs. Time, Newsweek, Fortune and other local magazines then 
followed suit. These magazines either start with a personal letter soliciting 
initial response or include a response card in their regular editions to get sales. 
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c) Credit Cards � 
Banks and credit card companies as American Express use their 
customer file to market general merchandise, besides their usual financial 
products. Well-printed catalogues with selected products are sent to various 
targets. The products sold under this method include fine jewellery, watches, 
leather goods, health care products and others. 
d) Television 
Television is used by direct marketers as a medium to present their 
products and to get response. These marketers started to have significant 
presence in television air-time by late 1980s and by April 1992, there are 8 
active marketers in this area 1 2. 
According to Levico International Ltd. 1 3, their average sales after each 
advertising slot (about half an hoiir) was $1 M and they have installed a 425-
lines telephone system to receive telephone calls. The services that they are 
providing include manufacturing, merchandising, air-time purchasing, media 
strategy, advertisement production, order processing, goods delivery & cash 
receipt, and after sales service. 
In general, these direct marketers put their emphasis on sales of product 
through direct response from television audience. Customer file maintenance, 
and customer relationship development is still not their main goal. 
1 2
"善用罨視作為一銷售媒介，本地直銷公司各有不同策略"，Honq Konq 
Economic Journal. 11 April 1992, p. 13. 
1 3
"善用電視作為一銷售媒介,本地直銷公司各有不同策略"， l b i d-
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e) Direct Response Advertisement 
Some advertisers will put direct response advertisements in newspapers 
and magazines either to generate leads or to solicit sales. The degree of 
customer file maintenance depends on the individual marketer. The products 
offered varied and may include premium models, CDs, karaokes, travelling 
packages, and time management courses. 
f) Hong Kong Telecom 
Hong Kong Telecom also uses information of their clientele to market 
some of their special services. Examples of these include Starline and Faxline. 
The basis for customer segmentation in the case of Hong Kong Telecom is 
usually geographic, where the particular service is available. 
The above represents some of the direct marketing efforts on the general 
public as practised by marketers. The degree of resemblance of the actual 
practice to the working definition varies according to the goals and resources of 
each marketer. There are other institutional marketers who are using direct 
marketing approaches other than those described above. 
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Opportunities and Difficulties of Direct Marketing 
in Hong Kong 
In this section, the authors tried to identify the opportunities that the 
above businesses are looking into and the main difficulties that they are facing. 
According to So 1 4, who focused on electronic shopping, rents and labour 
costs in Hong Kong are heavy burdens for local retailers. A home shopping 
channel may prompt some retailers to abandon running their shops when they 
can order goods from overseas and sell directly to customers through a 
televised distribution network. This is further supported by a large, affluent, 
middle class with widely used credit card system for charging1 5. Also, the pace 
of living in Hong Kong is so fast that some people may not care to spend 
valuable time shopping in department stores. These people provide a customer 
base for direct marketing businesses16. 
From another angle, companies are spending money to build customer 
databases and have started to spend money to keep customers loyal. This, 
together with the proliferation of data collection/computer systems and the 
emerge of new advertising media such as satellite TV (and Cable TV in 1994), 
enables marketers to correctly target at consumers as individuals17. 
14So, Clement. "Is Hong Kong Ready for Electronic Shopping?" Asian Advertising & 





So 1 8 recommended certain requirements for home shopping to be 
successful. They must focus on economically advantaged strata of society and 
they must provide products that are very different from those sold at retail. 
These products should not be too expensive, nor should they be daily 
necessities. Similarly, Kate Mollison of Saatchi & Saatchi Direct, Taiwan 1 9 said 
that direct marketing does work when there is a product where a marketer can 
target to a specific market with a strong creative message and a strong offer. 
On the other hand, direct marketing has its inherited difficulties in Hong 
Kong. First, the market size is small compared with the markets in the West. 
Direct marketing may not be an economic viable approach. Second, the 
compactness of dwellings in Hong Kong will make customers shop in retail 
outlets. Third, the physical construction of residential buildings does not 
catered for receiving parcels, and thus make delivery difficult 2 0. Fourth, 
Chinese names can be romanised in several ways, and it is difficult to detect 
duplication of records with all the variations21. This adds to the difficulty of 
compiling a well-defined list. Finally, in order to get enough number of 





2 1 Williams, Maria. "DM Giant See Great Potential in Asia." Asian Advertising & 
Marketing. Juhe 1992, pp. 38-47. 
22Wong, Tina. "DM Pioneer Advocates Uplifted Standards in Asia." Asian Advertising 
& Marketing. November 1991^ pp. 45-50. 
12 
To make direct marketing efficient, substantial investment is required to 
build and manage a good customer database. Most marketers at present are 
taking a try-out approach towards direct marketing. They are testing the 
viability by mounting one-off, isolated projects. As such, it is difficult for direct 
marketing advertising agencies to work with their clients on an on-going 
basis 2 3. Related to this, even when some agencies want to offer direct 
marketing, they do not have the infrastructure, and in some cases, the expertise 
to support, said Richard White-Smith,of Ball Partnership24. 
Consumer Attitude Towards Direct Marketing 
in Hong Kong 
According to Fung 2 5, who carried out a consumer research for her MBA 
project in 1991，on average 6.3% of people aged 15 and above have used direct 
means to purchase during the year 1990/91. 
In the research, she could only get a small sample size and from these, 
37 were direct marketing customers. She made comparisons between direct 
marketing customers and non-direct marketing customers. 
23Lewis, ibid. 
24Bateman, ibid. 
25Fung Yuk-chi, Lilian. Direct Marketing： Customer Profile and Effective Strategy in 
Hong Kong. MBA Thesis, University of Hong Kong, 1991. 
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On the demographic aspects, the direct marketing customers were 
younger with a median age of 28.5, and about 1.3 male to 1 female. They were 
higher educated and above 80% are working. Their monthly incomes were 
higher with a median of $11,000. Seventy-five percent of them were credit card 
holders. 
More than one-third of the direct marketing customers surveyed bought 
only once through direct means in the year preceding the survey. On average 
the number of direct purchases made by direct marketing customers in 1990/91 
was slightly more than 3. About half of these customers subscribed magazines 
through direct means and another 10% were applying for credit cards. The 
other direct marketing customers bought various products, from air-tickets, 
consumer products to electrical appliances. About two-thirds of the customers 
spent less than $500 in value and only 8% spent over $2000. 
About 35% of these customers quoted "convenience" as the reason for 
using direct purchases. Other various reasons were given such as "timely 
delivery", "follow order instructions", "product special/unique", "time saving"， 
and "triggered off by direct marketing ad message". More than 90% of them 
said they were satisfied with the service from their purchases. This level of 
satisfaction was in response to the exceptions they had before their purchase. 
From the three "very dissatisfied" customers, two found the product not 
meeting their exceptions and the third one was upset by the long delivery time. 
14 
Fung 2 6 further examined the non-direct marketing customers and she 
found out that 70% of them were aware of at least one direct marketing 
advertising message. The most common reason given for not using direct 
purchasing means was that the products offered were not what the customers 
needed. Furthermore, others felt uncomfortable about buying goods without 
seeing the products, i.e., they doubt about the product quality. 
Although the scale of the survey was small, it did give some insights into 
the consumer attitudes towards direct marketing. Most respondents still did not 
have positive views towards direct marketing. The inner reasons might be 
direct marketers were not able to target to the needs of the consumers and were 
not able to convince consumers of the reliability. Even of the direct marketing 
customers, a large proportion was subscribing to magazines and applying for 
credit cards, which seemed virtually risk free. This could be extended that 
customers in Hong Kong are very, careful about risks involved in direct 
marketing. It could further be implied from the survey that the direct marketing 





This study was divided into 5 stages, they were: 
-literature review, 
-interview with local direct marketing media and practitioners, 
-focus group interviews, 
-identification of opportunities and difficulties of DM in HK, 
-feasibility study of marketing men's accessories through DM. 
16 
Literature Review 
At this stage, a comprehensive literature search was carried out to study 
the history and the present development of Direct Marketing. This review was 
to study the direct marketing practices world-wide with the emphasis in South 
East Asia and in Hong Kong. This review included academic journals, trade 
magazines, books, newspaper clippings, and previous MBA projects. 
Through reviewing these literature, the first step was to define "Direct 
Marketing". The second step was to review the implementation of Direct 
Marketing in Hong Kong -- who offers this service, what are the products, and 
who use these services, The third step was to understand the consumer's 
attitude towards this Direct Marketing concept in Hong Kong. 
Interview with Local Direct Marketing Media and Practitioners 
In this stage, a number of local Direct Marketing practitioners such as 
credit card companies and media such as magazines were interviewed. These 
companies were identified through various means that include searching 
through the literature review, and by recommendation. The interview was 
conducted face to face with their key staff. 
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One objective of these interviews was to understand the current 
development of Direct Marketing in Hong Kong and its future trend. The 
second objective was to understand the opportunities and difficulties in this 
market. 
Focus Group Interview 
In addition to the interviews described above, 4 focus group interviews 
were conducted. The reason to use focus group interviews was to understand 
the consumer's attitude towards Direct Marketing in details through a 
qualitative approach. Each focus group interview lasted around 2 hours with 
around 6 people in each group. Before the group interview, each participant 
was asked to fill in a short questionnaire to identify the individual's 
demographic background and their previous experience with Direct Marketing. 
During the focus group interview，each participant was encouraged to express 
their opinion towards Direct Marketing in general as well as their impression of 
the men's accessory products the authors were going to market. 
In a study conducted by Fung 2 7 in 1991, it was found that most direct 
marketing customers were younger with a median age of 28.5. It was expected 
that educated people in their twenties and thirties would react more favourably 
to this new concept of marketing. 
2 7 Fung, Yuk-chi, Lilian. Direct Marketing： Customer Profile and Effective Strategy in Hong 
Kong. MBA Thesis, University of Hong Kong, 1991. 
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The target participants included both male and female, who were in 
their twenties and thirties, educated and were credit card holders. 
Identification of Opportunities and Difficulties 
After going through the 3 stages as described, all data gathered was 
analysed and a conclusion was drawn. The opportunities and the difficulties in 
applying this Direct Marketing concept in Hong Kong were identified. This 
conclusion was applied to the feasibility study developed at the end of this 
study. 
Feasibility Study 
At this stage, an analysis of applying the direct marketing concept in 
marketing men's accessory products in Hong Kong was carried out. 
The objective was to see if men's accessory a good product to be 
marketed through direct marketing, whether consumers in Hong Kong were 
ready to purchase such products through this channel, what was the difficulty 
to be overcome and how. A direct marketing plan was to be developed if the 
result of the analysis was positive. 
19 
CHAPTER 3 
INTERVIEW WITH PRACTITIONERS 
IN DIRECT MARKETING 
In order to have an in depth knowledge of the development of direct 
marketing business in Hong Kong, key staffs of four companies with activities 
in this area were interviewed. These four companies were Bank of China 
Credit Cards, Ball Partnership, Ogilvy and Mather Direct, and Chase Credit 
Card. ， 
Two credit cards companies were chosen in order to understand the 
services provided to their card member. The operations of their general 
merchandise mail ordering were also investigated to identify the opportunities 
and difficulties in selling through this medium. 
Two advertising agencies were interviewed to get information 
concerning their services in direct marketing. The type of clientele and 
products marketed through this marketing method were discussed. Moreover, 
the outlook of direct marketing in Hong Kong was also looked into. 
20 
Interview with Mr. David Kwong of Bank 
of China Credit Cards2 8 
Introduction 
Bank of China Credit Cards (BOCCC) is the name given to VISA and 
MASTER cards issued by the 13 Mainland Chinese owned banks in Hong 
Kong and their affiliated banks. Currently，they have 250,000 caidholdefs, of 
which 180,000 are active. About 20% of these active members are Gold card 
holders. 
Products Offered Through Direct Marketing 
BOCCC offers 3 different product lines through direct marketing by 
the use of their customers list. 
First, they offer ticketing services to their customers. These services 
include air, train, boat tickets and hotel bookings. As an added value, 
insurance policies are included for the customers when they travel with these 
tickets. Due to the uniqueness of the service, this business is growing rapidly. 
28Kwong, David S.G. Bank of China Credit Cards, Hong Kong. Interview, 26 
November, 1992. 
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The second product is also a service, whereby BOCCC is selling tours 
mainly in China. Booking is done by mail or fax. The customers will not have 
to meet before departure and thus time is saved. This service is also growing 
but in a more gradual manner. 
The third part is general merchandise marketing. In this area, the 
company acts as either the medium or a marketer, the difference being the 
ownership of the merchandise. 
Criteria for Good Selling Products 
It was seen that the first two product lines are growing due to the 
uniqueness in service. Convenience is the major benefit provided to the 
customers. 
In the area of general merchandising, the best sellers are usually either 
new products or products that are not easily available in retail outlets. These 
• ir 
products are about $1,000 in value. The sales offer always affects 
significantly the response rate. Mr. Kwong cited an example of a set of 
luggage (4 pieces) priced at $988 sold seventy times more than a single 
leather luggage priced at slight above $1,000. 
For products to sell via direct marketing, price is an important 
concern. A merchandise is often priced at 20% below a comparable product in 
department stores. Usually, branded products are not included if there is no 
significant price advantage. To boost sales, free gift is the easiest way. 
22 
Customer Information Maintenance 
In general merchandise marketing, there are some kind of consumer 
research done before the company selects its merchandise. However, they dc> 
not maintain a comprehensive customers file. The emphasis on this type of 
business is still sales, while maintaining customer relationship is of lesser 
importance. 
On the side of ticketing, BOCCC has developed some loyal customers. 
However, the company sees this part of business as an extra service to card 
members in order to keep them. Profit making is in a lesser consideration. 
Interview with Ms Pankv Poon of Chase Credit Card 2 9 
Products Offered Through Direct Marketing 
There are two distinct product lines that Chase is running with their 
credit card direct mailing. The first one is banking services and facilities 
whereby these are introduced to cardholders. This product line actually acts as 
a service to their banking operations. 
29poon, Panky. Vice President, Credit Card Business Division, The Chase Manhattan 
Bank, N.A., Hong Kong. Interview, 18 February 1993. 
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The second line is the selling of general merchandises. This part of 
business is viewed both as service to card members in the form of 
convenience shopping as well as a revenue generator. Products offered vary 
widely in categories. Both branded and unbranded products are included. 
Response rate in this area varies according to the product, pricing, timing, 
seasonal and the degree of targeting. A 10 percent response will be a very 
good one. To the vendor, the credit card acts as either a medium, a 
commission agent, or an active marketer. To maintain the image of Chase, the 
company selects vendors in terms of their reliability, delivery, after sales 
service and then their specific products. 
Criteria for Good Selling Products 
For bank services, due to their uniqueness and the targeting effort of 
the credit card, response is good and customers exhibit a favourable attitude. 
For general merchandises, a number of factors will determine the 
soundness of marketing them. Novelty is an important factor. This is to 
distinguish from products that are readily available from retail outlets. Price is 
another factor. This is true for both branded and unbranded products. For the 
latter, customers usually want to compensate risk of not seeing product with 
lower price. A premium offered with a product will help sales. Examples of 
good sellers will be exercise and health products, ladies' jewellery and 
accessories. In general, products suitable for direct marketing are non-
necessities which people may buy impulsively. 
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Direct mailing of general merchandises usually has a low response rate. 
One of the difficulties is that there are a lot of competitions from retailing and 
from other direct marketers. Novelty items are not easily available. Marketers 
have also to overcome the bad image of direct marketing brought about by 
some of the direct response television advertising programs, which seems to 
have adopted a dishonest selling approach. 
Customer Relationship Maintenance 
In general merchandise marketing, Chase is mainly using the customers 
demographic data for targeting. For some of the products, targeting efforts can 
be done better than the others. An example will be ladies'jewellery targeted to 
men before Valentine's Day. 
On the other hand, the credit card is trying to make use of customers 
purchase records for more focused targeting efforts. 
25 
Interview with Mr. Peter Stening of Ball Partnership3 0 
Companies Served by Ball in Direct Marketing 
Customers of direct marketing business of Ball Partnership include 
HongKong Bank, DHL, Newsweek, Compaq, Remy，British American 
Tobacco, and Crown Motors. The scope of service varies. For Newsweek, the 
agency runs a direct response advertisement on television, for DHL, the 
targets are businesses, and for Crown Motors, services include list building as 
well as direct mailings. 
Benefits and Difficulties of Using Direct Marketing 
The important benefit of direct marketing is targeting. The marketing 
expense is directly proportional with the degree of targeting. For an average 
marketing budget, a typical response rate for general merchandise is 2.5 
percent. However, with good targeting, an excellent offer, and a high 
marketing budget, response rate can be as high as 30 percent. 
^Stening, Peter. Regional Director, North Asia, The Ball Partnership, Hong Kong. 
Interview, 12 February 1993. 
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On the other hand, Hong Kong is an unsophisticated market for direct 
marketing, for example the unavailability of comprehensive customer data. In 
addition, talents in the direct marketing field, though improving, are 
insufficient. From a different perspective, Hong Kong, with such a small area, 
is ideal for retailing. Therefore, direct marketing in Hong Kong is not suitable 
for marketing general consumer merchandises. 
Outlook of Direct Marketing 
Direct marketing can serve as a supporting role to complement media 
advertising. For direct marketing to be successful, a brand image is a 
prerequisite. The reputation of the marketer is an important factor affecting 
the success. 
Mr. Stening sees direct marketing to be a growing market, with 
increased product categories and varying strategies. This growth, however, is 
slow. He supported this with the revenue of the top 20 4A's advertising 
agencies in 1990 and 1991: 
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TOTAL REVENUE FROM DM AS % OF 
REVENUE DM TOTAL 
1990 800M 50M 6.3% 
1991 900M 60M 6.7% 
INCREASE 12.5% 20% 
Interview with Mr. Alan Ng of Ogilvy & Mather Direct3 1 
Products Offered Through Direct Marketing 
A wide variety of products are offered through direct marketing to 
potential customers. These include financial products, magazine subscription, 
and other consumer products. Magazines use almost exclusively direct 
marketing for their subscription. The reasons being that the products 
(magazines) are unique and direct marketing is the most efficient way of 
subscription. 
3 1 Ng, Alan. Group Account Director, Ogilvy & Mather Direct, Hong Kong. Interview, 7 
January 1993. 
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For products to be successful marketed through direct marketing, they 
ought to possess at least one of the following: a special feature, a brand 
image, some added value, or detail information of a sophisticated product. 
Direct marketing can, besides generate sales, support retailing. An example is 
a mailed coupon whereby a targeted customer can buy a product from a retail 
outlet at a discount. 
Benefits and Difficulties of Using Direct Marketing 
By using direct marketing, a marketer can target at well- defined 
customers. A campaign is also accountable and testable. For companies such 
as American Express, they can use their existing customer database, which is 
. 一 ， relatively accurate and cheap to obtain. Marketers can also vary their offerings 
to get their desired response rate. 
The most difficult part of direct marketing in Hong Kong is the 
availability of customer lists. Marketers without lists can rent these at $1-3 per 
name. However, there is no guarantee to the quality of the list obtained. The 
cost of starting direct marketing without a list is the largest hindrance to 
marketers who want to do so. 
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Outlook of Direct Marketing 
Mr. Ng sees direct marketing to function as brand name maintenance, 
relationship marketing and customers management. There are a lot of rooms 
in these areas in Hong Kong. 
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CHAPTER 4 
FOCUS GROUP INTERVIEWS 
In order to have a qualitative approach to understand the consumer 
attitude towards direct marketing in Hong Kong, altogether 4 Focus Group 
Interviews were carried out. The objective of these interviews was to find out 
the general acceptance of direct marketing in Hong Kong, the general buying 
behaviour of accessory products and the possibility of buying accessory 
products through direct marketing channels. 
The Focus Group approach was chosen to allow the interviewees to 
express their opinion freely through open ended questions and through small 
group discussions where the interviewees were stimulated by each other to 
participate in the discussion. 
Each interview session had around 6 participants, both male and female, 
age in twenties and thirties, educated and in middle income range. Selection of 
these participants was at random though all were friends of the two authors. 
Altogether 23 participants were interviewed. The duration of each interview 
was around 1.5 hours. 
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The Questionnaire 
Before the interview, all the participants were asked to fill in a 
questionnaire and a detailed definition of the term "Direct Marketing" was 
given to each participant. They were asked to tick the most appropriate 
answer(s) for each question asked. The questionnaire was divided into two 
sections (see Appendix 1). 
The objective of the first section was to understand the participants' 
previous experience in direct marketing. The participants were asked if they 
had bought any products through direct marketing means in the past year. If 
the answer was "yes", then the following questions were asked: 
-What kind of products they had purchased? 
-Through which channel did they get information for such product? 
-Why did they buy through direct marketing? 
-Are they satisfied? 
-What were the concerns they have which may prevent them from 
buying through direct marketing? 
-How to eliminate their concerns? 
If the answer was "no", the participants were directly asked to give their 
concerns and how to eliminate them. 
The second section consisted of three questions asking for the 
participants' age range, sex and if they were credit card holders. 
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The Interview Discussion 
Led by a conductor through questioning, the interviews were conducted 
in a way that all participants were encouraged to express their point of view 
through free discussion within an area set by the conductors. All the focus 
group interview discussions were conducted around four main areas (see 
Appendix 2). 
-The participant's attitude towards direct marketing in general. 
-Their buying behaviour towards accessory goods. 
-Their attitude towards buying accessory goods through direct 
marketing. 
-Their acceptance of Bertini's ties. 
In the first part of the discussion, the participants were asked to recall 
their previous experience in Direct Marketing. The objective was to understand 
how well direct marketing was being accepted among the participants, why 
buying through this channel — what were the perceived benefits, and why not 
buying through this channel ~ what were the perceived risks. 
In the second part of the discussion, the participants were asked to 
describe the buying behaviour towards accessory products and their selection 
criteria for such product -- brand/ price/ quality/ style/ country of origin, etc. 
The purpose was to find out if such purchase was impulsive, how much 
consumer research they did before a purchase, and what were the important 
factors to be considered when formulating the marketing plan. 
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The objective of the third part was to understand the participants' 
consideration between buying accessory products through normal retail 
channels and direct marketing channels. The participants were asked to express 
their opinion towards the concept of buying accessories through direct 
marketing, their concerns and the ideal scenario of buying such products 
through direct marketing. 
In the fourth part, some tie samples and catalogues were shown to the 
participants. The participants were asked to examine these samples and to 
comment on them. They were then asked if they would buy these ties through 
direct marketing. If so, what were the favourable factors and if not, what were 
the unfavourable factors. Moreover, the participants were asked to give their 
perceived value of those ties shown. 
Demographics 
Among the 23 respondents, 5 were female and 18 were male. Their age 
ranged between 21 and 40 with the following distribution: 
Age Range Number of Respondents 
2 1 - 2 5 2 
26 - 30 8 
31 -35 10 
3 6 . 4 0 3 
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All of the respondents were credit card holders. Twenty were holders of 
Visa Card, twelve were holders of American Express Card, six had Master 
Card, and one Diner Card holder. 
The Questionnaire Result 
As a note of caution, due to the very small sample set used in this study, 
the results obtained from the questionnaires could only be used as a reference 
for supporting the qualitative analysis rather than to be generalised to represent 
the consumers' behaviour in Hong Kong. 
In the questionnaire, the respondents were asked to choose the 
appropriate answers from a number of answers provided in each question. 
When asked the question of whether the respondents had bought any 
products through direct marketing in the year before, 10 said "yes" (43%) and 
13 said "no" (57%). 
Among the 10 respondents, there were 5 magazine subscriptions, 3 
credit card applications, 2 electrical or electronics products purchases, and 1 
fast food order. 
The channels for obtaining the information to buy the products were 
quite wide. Among the 10 respondents, 2 were from TV, 2 were through credit 
card mail order, 2 were through magazine advertising, 3 were through direct 
mailing materials, and 1 was through a recommendation by a friend. 
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In response to the reason why they purchased through direct marketing, 
the respondents checked the followings as their answers: 
Reasons Number of Respondents 
Cheaper 6 
For convenience 4 
Delivery service 3 
Unique product 2 
Reliable marketer/brand 2 
Good product quality 1 
Free trial period 1 
Comprehensive product information 1 
When asked if they were satisfied with the purchase, 2 were very 
satisfied, 3 were quite satisfied, 3 were satisfied, and 2 were not very 
satisfied. 
In response to the concerns the respondents had from buying through 
direct marketing, the followings were chosen as their answers: 
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Concerns ，Humber of Respondents 
Unsure of product quality 19 
Cannot see product/ no trial period 16 
Reputation of marketer 5 
Lack of product warranty 3 
Product more expensive 2 
Long delivery time 2 
When asked for the necessary improvements to overcome those 
concerns, the respondents chose the followings as their answers: 
Improvements Number of Respondents 
Ability to see product before purchase 16 
Good brand name 9 
Unique product 7 
Availability of trial period 7 
Good value product 6 
Faster delivery 3 
The Interview Result 
During the focus group interviews，the interviewees were asked to 
respond to a number of open ended questions through a free group discussion. 
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General Attitude 
In general, all participants were exposed to direct marketing in one way 
or another. The common direct marketing channels which the participants 
could easily identified included TV advertising, credit card direct mailing, 
magazine advertising, and leaflets. The products being recognised were credit 
card services, jewellery, insurance service, magazine subscription, electrical 
appliances, lunch box/afternoon tea ordering, and general consumer goods (as 
offered by credit card direct mailing). 
Among all the participants, more than half of them had experiences in 
buying through direct marketing channels. However from the questionnaire 
response, only 43% of the 23 respondents had bought through direct marketing 
in the past year. The most common products they purchased through these 
channels were magazine subscription which the participants all agreed that 
there were apparently no risk in buying magazines through direct marketing and 
it was cheaper when compare to other channels. 
The other products which the participant had purchased included 
electrical appliances, consumer products, lunch boxes, credit card services. 
They bought such products because the products were unique with special 
features, cheaper, offered with delivery service, offered with a free trial period, 
marketed by a reliable marketer, and convenient. 
Sometimes the purchase decision was made on an impulsive base, that 
is, the buying intention was triggered by the direct marketing advertising. 
Usually, these products have to be either unique, definitely cheaper than normal 
market price or at low monetary risk (say, a few hundred dollars). 
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Though there were quite a few favourable factors which encouraged the 
participants to purchase through direct marketing, there were still concerns. 
These included unsure of product quality, unknown brand, tedious return 
procedure (even if a trial period was offered), and not possible to examine 
product before buying. Among these concerns, unsure of product quality and 
no pre-examination of products were ranked highest. 
When asked the participants for suggestion to lower their concerns, the 
ability to see products before purchase was identified as the key factor for 
encouraging direct marketing purchase. Besides, other improvements like 
having a good product brand name, availability of trial periods, product 
uniqueness, and good product value were also see as factors for encouraging 
purchases. 
Accessory Products 
When buying accessory goods, the buying behaviour between female 
and male were very different. Nearly all the female respondents answered that 
their purchases of accessory goods were impulsive. They were attracted by the 
product design and price (especially when there was a discounted offer). 
. . • ... 
However, for male respondents, their buying behaviour varied from product to 
product. For those durable accessory products like belts and wallets, all the 
respondents said that the purchase was made on an as needed basis. For those 
fashionable accessory products like ties, the answer was split half and half. 
Around 50% of the respondents said that their purchases were impulsive. 
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When buying through normal retail outlets, there were a few factors 
which attract purchase, these include attractive product display, good brand 
name, good product quality, competitive price, attractive product style, and 
from a good country of origin. All the respondents agreed that among all these 
factors, both product quality and price were of most importance. These two 
factors will always be considered even when the purchase was impulsive. 
Direct Marketing of Accessory Products 
The respondents expressed a few concerns when they were asked if 
they would buy accessory products through direct marketing channels. Those 
concerns were: 
-possibility to see and examine products before purchase 
-reputation of marketer, risk of bad service 
-lack of confidence on an unknown brand name 
-price may not be comparable to quality 
-poor product quality 
-less variety compared to retail outlets 
- lack of human interaction 
-less shopping enjoyment compared to shopping at retail outlets 
where you can feel and make comparison 
-why go direct while retail shopping is so convenient 
When asked the respondents for the conditions of reducing those 
concerns, the followings were suggested: 
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-market with a known brand name 
-attractive product with attractive style and price 
- low monetary risk 
-good reputation of marketer 
-prefer catalogue sale as more product variety 
- to have product uniqueness 
-provide free trial period with convenient return procedure 
- to have a place, e.g. showroom, for product display 
-better to be a foreign made product 
-well designed direct marketing material with colour photos 
Direct Marketing of Ties 
The comments from the participants for the ties shown were generally 
good. Those ties were perceived as with high quality and fashionable. Most 
of the participants rate them as a medium priced product with price tags 
between HKS250 to 300. However, when asking the respondents if they 
would buy those ties through direct marketing the response was poor. Only 
one out of the 23 participants said "Yes", around 70% said "No", and the rest 
"Maybe". 
The main reason for those who said "No" was that they prefer to shop 
at retail outlets as they consider this shopping channel as already convenient 
enough with a lower risk. However, when asked if they would consider to have 




OPPORTUNITIES AND DIFFICULTIES 
Based on the interview result obtained from both people in the direct 
marketing industry as well as from twenty-three consumers, the following 
viewpoints on direct marketing in Hong Kong were observed. These included 
the factors that a successful Direct Market campaign has to take into 
consideration, and the difficulties that Direct Marketing may face. 
As a note of caution, the reader must bear in mind the limitations which 
arose from the small sample of twenty-three respondents. While the 
observations made based on these data were preliminary, the results seemed 




From the interview results, it was seen that consumers in Hong Kong 
had the following attitudes towards direct marketing: 
Value of Product 
Due to the fact that the consumers in Hong Kong can gain access to a 
large variety of products and make comparison for value, and in order to attract 
the consumers' interest, a good product value is essential. To become 
attractive, the product has to be either cheaper than retail outlets or at a higher 
product quality or with unique features. 
Moreover, the consumers perceived that the overhead cost for a direct 
marketing operation is much lower than a retail operation, hence the perceived 
product value of a directly marketed product is lower than similar products 
offered through retail channels. 
43 
Convenience 
Creating convenience is another way of attracting consumers' interest in 
purchasing through direct marketing. Though Hong Kong is convenient enough 
to shop around, consumers still see direct marketing as a very convenient way 
for making purchases, which in most cases impulsively. The perceived added 
values of direct marketing include free delivery service and home shopping in a 
relaxed manner. 
Confidence in Marketer and Product 
Most consumers perceived that there are dishonest practices among 
direct marketers in Hong Kong, purchasing through direct marketing means is 
considered risky. Their highest concerns are product quality, if the product will 
be delivered at all, if the product delivered same as advertised, and if there is 
any product defect. 
Product Attributes 
There are a few basic attributes for a product to be classified as suitable 
for direct marketing. These attributes include: 
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Product Uniqueness 
The product has to be something which is not commonly available in the 
normal retail channels, for example, a product with a unique feature, a new 
product or a product with an innovative design. 
Product Price 
There are two criteria in setting the product price. First, the price should 
be cheaper than the same or similar products being offered in the market, 
especially in the retail outlets. Second, the price should be at a level that is 
perceived by the consumers as low enough for compensating the risk of not 
seeing the product before purchase. 
Non-necessities 
In general, those products being offered through direct marketing 
channels in Hong Kong today are non- necessities that attract impulsive buying. 
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Added Value 
The product offered should have some added value to the consumers 
that is not available when buying through normal retail channels, for example, a 
free trial period or a free delivery service. 
Marketing Attributes 
Besides the product itself, there are a few criteria for a successful launch 
of a direct marketing program. 
The Customer Database 
A good direct marketing database is necessary for launching any direct 
marketing campaign. With a good database, the marketer can select the right 
target for making direct contacts. Thus the marketer can tailor-make a 
marketing campaign for a particular group of audience, hence improves the 
response rate. 
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Though the consumer database in Hong Kong is not as sophisticated as 
those in the United States or Europe, marketers can gain access to such 
database through either credit card centres or database renting companies at a 
cost. 
A Reputable Marketer with Good Quality Product 
Since all direct marketing purchase were done through remote means, 
that is no direct contact between consumer and marketer，the consumers face 
high uncertainty when they decide to purchase. This uncertainty can be 
lowered if the marketer is a reputable one and has good track record in offering 
good quality products. 
Pre-examination of Product Before Purchase 
Another way to lower the uncertainty of the consumers is to provide 
them a chance to pre-examine the product before making a decision to 
purchase. This can be achieved by either setting up a product showroom or to 
offer a free trial period. 
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Difficulties 
Even with the right product and marketing mix, there are still difficulties 
in Hong Kong that hinder the success of direct marketing. 
First, Hong Kong is a relatively small place, and therefore it is rather 
easy for people to move around and shop. Shopping through retail outlets is 
very convenient. Consumers see little advantage in shopping through direct 
marketing. Direct marketing should focus more on bringing extra convenience 
to those consumers who are time deficient. 
Second, as mentioned in the previous paragraphs，the consumer database 
obtained in Hong Kong is not sophisticated enough for targeted direct 
marketing. This leads to low response rate as well as consumers complaining 
about too much junk mail. This subsequently gives the consumers a bad image 
of direct marketing. 
Third, the availability of unique products is limited. In general, the 
direct marketers are competing head to head with retail outlets. 
Finally, consumers in general are concerned about the risk they face 
when buying non-branded products. This is especially true when they purchase 





The men's accessory market in Hong Kong is huge. There are all sorts 
of products available with a wide range of brand selection and price. The most 
common men's accessory products found in Hong Kong are ties, scarves, 
wallets, key chains, belts, handbags, brief cases, handkerchiefs and tie clips. 
The country of origin of these products varies. These products can be from 
anywhere which include those made locally, in Europe, U.S.A.，P.R.C•，other 
South East Asia countries, etc. 她 
Besides, the price of these products varies a lot. Usually, prices of those 
local made products are cheaper where prices of those imported goods are 
significantly higher. However, as the local brands become more and more 
popular, its price goes up. In general, those imported accessory products are 
priced at the high end, where the local famous brands are priced in the middle, 
and those unknown local brands and, those P.R.C./ South East Asia made 
products are at the low end. 
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As shown in the government statistics from the Census and Statistics 
Department, the number of ties imported into Hong Kong 3 2 and re-exported to 
other countries3 3 in the year 1992 are as follows: 
Units Dollar Value (HK$) 
Import 11.1M 298.9M 
Re-export 4.0M 114.0M 
From the above figures, it can be seen that the number of imported ties 
being sold in Hong Kong in the year 1992 was 7.1 million units. That means 
the total market size of ties in Hong Kong is at least 7.1 million units per year. 
Typically the high end ties are priced at HKS500 and above. The mid-
range ties lies between HK$200 to 500. The low end ones are those at prices 
below HK$200. Some very low end once can go as low as HK$30. 
Like the product itself, its distribution outlet varies. Places offer men's 
accessory products include department stores, speciality shops which offers 
only accessory products, branded product shops, boutiques, as well as street 
hawkers. In general the high end products are sold in those branded product 
shops, the low end to mid range products are sold in department stores, 
boutiques and accessory shops. The super low end products are usually from 
the street hawkers. 
32Census & Statistics Department, Hong Kong. Imports, Hong Kong Trade Statistics. 
December 1992，p. 266. 
33Census & Statistics Department, Hong Kong. Domestic Exports and Re-exports. 
Hong Kong Trade Statistics. December 1992, pp. 527-528. 
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The major players in this market include the local brands like Goldlion 
and Satchi, foreign brands like Alfred Dunhill, Givenchy, Gay Laroche, 
Lanvin, Longchamp, etc. 
The Products 
The products to be considered in this study of the feasibility of 
marketing through direct means are the Bertini line of accessories. 
Bertini is an Italian Brand whose main product lines include ties, 
scarves, belts, wallets, key-rings and handbags. The products are in the middle 
to high quality range. 
The Bertini brand is distributed throughout Italy, and in France, 
Denmark, Switzerland, Japan, the U.S.A., Canada, and also Mexico. 
In this study, the authors concentrated on the Bertini ties for two 
reasons. First, the leather products are not manufactured by the brand owner 
and hence the owner would not like to market these in Hong Kong in the 
beginning. Second, the silk scarves are of very high price (retailing at above 
$800) and are considered not a suitable item for marketing without a renowned 
brand name. 
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Bertini ties are available at a FOB Italy price of US$9- 21 per tie. Price 
varies according to style, design, quality of silk and also order quantity. There 
are also stock lots, which are out-of-date collections, available at less that US$5 
per tie FOB Italy, 
The Supplier 
Bertini brand is owned by an Italian company ABACO，which is 
situated in COMO, in the central-northern part of Italy. ABACO is the fourth 
largest silk products manufacturer in that region. Besides silk products, the 
company also market a Bertini line of leather products that they subcontract to 
other manufacturers. 
Bertini offers over 200 designs of ties each year and each design usually 
consists of six colours. These designs are divided into two collections. The 
Autumn/Winter designs will be ready in January, orders are expected in 
February and March, and shipments will be made from April. The 
Spring/Summer collection of next year will be available in July this year for 
ordering. Production lead-time will be 60 days However, delivery lead-time for 
reordering will be much shorter, say one week. 
As a starter, a minimum order of 500 ties is expected, which comprises 
of 18 ties per colour. A total order of ten thousand ties will be considered good 




Factors Affecting Direct Marketing of Men's Accessories 
From Chapter 5, it was seen from the focus group interviews that a 
significant portion of the participants had experience in buying through direct 
marketing. Although products bought by these participants varied widely, these 
consumers were willing to take advantage of the cheaper price, convenience, 
delivery service and product uniqueness that direct marketing is providing. 
However, there are still barriers to the general acceptance of direct 
marketing. The major concern is the risk associated with the purchase. To 
overcome this risk, the product concerned should be unique, a non-necessity, of 
good quality, priced at a reasonable level, and preferably to have an associated 
added-value with direct marketing/The reputation and service of the marketer 
and consumers' perception of product quality are also important consumer 
considerations. 
53 
From the angle of the marketer, it is necessary to h a v e an appropriate 
customer database for targeting, for soliciting sales and for maintaining 
customer loyalty. 
Men's accessories is a product category that can be considered non-
necessity. Uniqueness exists in terms of style, design and brand name. 
However, too many competitors are in the market and it is difficult to 
differentiate among brands unless the product in consideration is a branded 
one. Buying motives vary from as-needed to impulsive buying. Brand is not an 
essential buying factor. Instead, style, design, quality, price and discount rate 
are more important considerations. 
To buy men's accessories via direct marketing, consumers' attitudes 
favour a wider selection of a good design and unique range of products, a good 
price or an attractive offer, a known brand name, a free trial period, and most 
importantly, the ability to see products before buying. To further distinguish 
from retailing, it will be preferable to associate a value-added with the 
purchase, such as timely delivery, and special packaging. 
To take advantage of the acceptance of direct marketing by young 
people and to overcome the difficulties in marketing the men's accessories 
products via direct means, a suggested approach to marketing is presented in 
the next section. 
54 
Suggested Approach to Direct Marketing 
From the quality of the Beitini products, the price range, the consumer 
comments of the products in general, the consideration of brand name, and the 
other competitors in the market, it will be appropriate to position the Beitini 
line in the middle to middle-higher range of the market. 
The target customers will be young people, both male and female, aged 
between 25 to 40，and of middle income range. 
Considerations were taken from the angle that the marketer being a new 
player with no previous market recognition. 
From this basic segmentation, the approach to direct marketing of men's 
accessories products was developed and was broken down into the 4P,s of 
marketing. 
Product 
To give customers better value by buying these products, it is suggested 
to have a full range of accessories, including ties, scarves, handkerchiefs, belts, 
wallets, and bags. This gives customers a wider product selection. These 
products have to be unique in brand, i.e., the Beitini brand, and style, so as to 
differentiate from other products in the market. 
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In terms of offering to the consumer , besides the product itself, it is 
desirable to have an added-value. This will be in the form of special delivery 
arrangements, special packaging, or attractive product combinations offering. 
Price 
Price of these accessories marketed through direct means has to be 
cheaper than the similar products marketed through retail. Take an example of 
Bertini ties. Average cost of a tie is $120. The market retailing price of similar 
products is about $300 to 350. For the same ties, the direct marketing price can 
be set at $240 to $260 so as to give consumers value through lower price. 
Mode of Distribution 
To get around the customers' concern on the reputation of the marketer 
and the quality of the product, the products are sold through two different 
means. 
First, some of the products are to be sold through bank credit card mail 
orders. In this way, the customers are confident that their orders will 
materialise and that the product quality is guaranteed as return procedure exists. 
56 
Second, coloured catalogues are to be printed to cover full range of 
accessories products. These catalogues are to be distributed to respondents of 
bank credit card mail orders, walk-in customers, and a lso respondents of direct 
response media advertisements. Sales are solicited through the mail order forms 
attached to the catalogues. 
Products are to be distributed to customers by delivery. Arrangements 
can be made as of time and place of delivery. 
To further reduce consumers' risk on the reputation of marketer and on 
the quality of the goods, a showroom is to be opened where samples of 
products are displayed. By doing so, customers are given opportunity to 
visualise and feel the products as well as to appreciate the genuineness of the 
marketer. 
Promotion 
Media advertising is to be carried out which serve two purposes. On the 
one hand, it helps to build the brand image. By doing so, a uniqueness, the 
Bertini brand, is associated with the products to be marketed. On the other 
hand, these media advertising carries a direct response mechanism where 
customers can get the full product catalogue by responding. This also serves a 
lead generation function. 
57 ‘ 
Customers Maintenance 
A customer file can then be built up from the respondents of bank credit 
card mailings, walk-in customers, and also respondents of direct response 
media advertisements. Their demographic and psychographic information can 
be obtained through purchasing and other enquiry behaviour. A more focused 
approach to direct marketing can be applied as the file becomes more 
comprehensive. 
In order to proceed with the above plan, a financial cost is associated. A 
budget was presented in the following section. 
Financial Analysis 
Marketing Cost 
To get an idea of the cost of marketing the men's accessories products 
through direct channels, this section tried to develop some of the essential 
costing elements. 
A) Bank credit card charge 
Banks charge a certain fee for advertising in their mail order catalogue, 
and on top of that, a percentage of the sales turnover. 
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This cost can vary from a fixed mailing charge of $2 - 3 per mailing to a 
mailing charge of $0.50 per mailing plus a 10 - 20% commission. This 
variation of cost is due to the type of direct mailing, the product category being 
advertised and the marketer concerned. In one case, a bank charges $0.50 for 
each mailing and 15% commission on sales revenue. To get 2,000 orders at 1% 
response rate, a total of 200,000 mailings are required. 
Mailing cost: $100,000 
Commission: $72,000 (2,000 x $240 x 15%) 
Total cost: $172,000 
B) Direct Response Media Advertising 
Direct response media advertisements will be best placed in a popular 
Chinese magazine. This is because the advertisements can have a longer period 
of exposure and consumers are able to read these in a relaxed manner. 
Below is advertising rate for one popular weekly Chinese magazine in 
Hong Kong, the Next Magazine. 
Full Colour Advertisements: 
Full Page lx 6x 12x 
$21,000 19,950 18,900 
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Half Page Ix 6x 12x 
$12,600 11,970 11,340 
An advertising campaign is run for both the spring and autumn seasons. 
In each campaign, there are 3 full page advertisements and 3 half page 
advertisements. The total annual advertising budget is about $191,520. 
C) Showroom 
This showroom is to be situated such that it is not too difficult to be 
assessed, and that the cost is not too high. The size required is about 200 sq. ft. 
It is suggested to locate such shop on an upper floor of a shopping mall, which 
is on the rim of a prime shopping area, say Causeway Bay. The cost of doing 
so is showed below. 
Monthly cost Annual cost 
Rental @$40/sq. ft $8,000 $96,000 
Staff (2 people) $16,000 $208,000 
Overhead $3,000 $36,000 
Total $27,000 $340,000 
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D) Catalogue printing and mailing 
A colour catalogue of a total of 30 pages is to be printed once every six 
months. Twenty thousand copies will be printed for each edition. This 
catalogue will consists of a full range of accessories products. 
Price for one edition: 
Printing charge @10/copy $200,000 
Artwork charge $20,000 
Total for one edition $220,000 
Annual printing expenses $440,000 
If half of the catalogues are mailed to potential customers, the mailing 
charge will be: 
Mailing charge @$2/copy $40,000 
Total printing and mailing cost $480,000 
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Summary: 
The approximate total cost of marketing the men's accessories line via 
direct marketing is $1,200,000. This is exclusive of the direct operating cost of 
product delivery (which will be considered as direct cost), the general 
management cost, and the cost of creative work. 
Required Revenue 
For the first year, take the average gross profit margin of accessories 
products to be 50%, and take 10% of revenue to cover the general management 
cost and the creative cost, the required revenue to break-even the whole 
business will be: 
$1,200,000/(50%- 10%) 
=$3,000,000 
The capital outlay for goods is 50% of revenue, i.e., $1,500,000. 
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Shortcomings 
The above two sections represented a suggested plan to market the men's 
accessories products through direct marketing and the associated financial 
costs. Emphasis was put on overcoming the consumers' perceived risks of 
buying through direct marketing. However, it did not take into consideration of 
the actual market potential, the actual cash flow situation, the management of 
marketing program and vendor, and the required return on investments in the 
projected future. Furthermore, the execution of targeted marketing through 





Direct Marketing in General 
Direct marketing is a marketing process to develop and maintain 
ongoing relationships with customers at the individual level. By doing so, direct 
marketers are trying to provide products and services to satisfy individual 
customer's needs. 
Since its introduction to Hong Kong some twenty years ago, direct 
marketing has gained much recognition today. This mode of marketing has 
been especially successful in the areas of magazine subscriptions, bank product 
marketing, brand name products support and branded goods selling. 
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The marketers in these fields are using direct marketing to target at 
their potential customers with specific offerings. They can easily vary the 
degree of targeting with the level of expenditures. The success of some of these 
businesses (magazines, bank services, and branded goods) is also attributable 
to the low risk associated with the products. Direct marketing is also benefiting 
companies trying to market unique or novelty products through this means. 
On the other hand, Hong Kong is such a small place that it is ideal for 
retail marketing. Shopping is a pleasure and is also a way that some consumers 
are spending their leisure time. Convenience is hindering the growth of direct 
marketing in the area of general merchandise, 
From an administrative perspective, the most difficult part of direct 
marketing in Hong Kong is the lack of quality and comprehensive customer 
lists. In addition, insufficient talents in this field is another ctmcem. 
* From the interviews of consumers, it was seen that consumers' are 
looking for uniqueness, good product value, convenience, and bona fide 
marketers before they accept direct marketing. At the same time, they are 
calculating the risk factors. These originated from unsure of product quality, 
not able to see the product before buying and the reputation of marketers. 
When they are to buy through direct means, some or all are of important 
concerns. 
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Direct Marketing of Men's Accessories 
Men's accessories are non-necessities of daily life. 
From the qualitative focus group interview, consumer buying 
behaviour varies between as-need on one extreme and impulsive buying on the 
other. Product quality and price are of most important considerations. Brand is 
not a major factor. However, when they have to buy through direct channels, 
consumers need to overcome the additional factor of risk of buying before 
actual seeing the product. Purchase of a known brand or quality will be more 
feasible for them. Though the difficulties of direct marketing seemed 
resolvable, consumers on the whole still prefer to buying through retailing for 
variety and for pleasure reasons. 
The market for men's accessories is large. As an example, Hong Kong 
market can consume 7.1 million ties in 19923 4 . With other products such as 
belts, wallets, scarves, and bags, the business turnover can be great. From 
another angle, with the exception of wallets and bags, there is little direct 
marketing effort being done in the men's accessories product line. This either 
leaves a new room for business or someone has proved that this business is not 
profitable. 
3 4 see "The Market", Chapter 6 of this sutdy. 
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The products of Bertini brand are of Italian origin and of good quality. 
A comprehensive range of products has to be offered in the market to give 
consumers a sense of completeness and to facilitate marketing effort. With the 
export prices, it can be positioned in the middle to middle-higher range of the 
accessories market. 
The structure for men's accessories market is a monopolistic 
competitive one. Competitors are numerous. Entrance and exit to the market is 
easy. There is little product differentiation except brand and quality, which can 
be considered more of a perception nature. In the range of products they are 
offering, the competitors are more or less price-takers. Price is an essential 
marketing tool as these products are very price elastic. In the area of direct 
marketing, there are a number of players. However, most of these are sales 
oriented and no brand image building effort is recognised. 
To market the Bertini ties through direct channels, the company is 
necessary to have a marketing staff to oversee the whole plan, a creative staff to 
design and approve the advertising materials and mailings, a merchandising 
staff to order the correct products from Italy, and an operation staff to look after 
the showroom and the logistics aspect of business. Of course, there should be 
enough financial support to take care of the cash necessary at the beginning of 
the project and to be able to look for longer term return on investment. 
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Limitations of the Study 
In the project, only a qualitative research was being earned out on the 
consumers' attitudes toward direct marketing in general and of men's 
accessories in particular. The participants of the focus groups were also biased 
as they are mostly friends of the two authors. To enable a more representative 
research into the market, a quantitative market survey targeted at a wider 
spectrum of consumers would be desirable. 
There was also little study on the actual market practice in the business 
of men's accessories. In this respect, the import pattern, the existing market 
share, the pricing structure, the promotion tactics and the distribution channels 
in reality were not known. In addition, the size of the market segment and 
potential that the Bertini brand is going to enter were not available. 
Furthermore, the study did not touch on the feasibility of getting all the 
distribution and advertising channels required in the suggested approach. The 
availability of suitable manpower would be another important consideration. 
Finally, the cash flow situation has not been evaluated thoroughly. 
. . - 1 U -： 
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Viewpoints on Direct marketing of Men's Accessories 
Although there are a lot of difficulties in attempting to market men's 
accessories through direct means, measures can be taken to overcome these 
barriers, and thereby exposing opportunities in this new business area. 
The authors had presented in Chapter 7 a suggested approach to direct 
marketing. In this approach, effort is placed to reduce the consumers' worries 
on the risk associated with direct marketing. The credit card direct mailing is 
used to improve the reputation of the marketer. Showroom is to be set up for 
dual purposes. Consumers can actually visualise the quality of the products 
offered as well as be confident of the genuineness of the marketer. Media 
advertising is being suggested to build the brand image, as well as to prospect 
new customers. From the existing customer base, a customer file is to be built 
up. Further customer relationship can then be developed. 
• •. . . . .. •""�• 
To carry out the suggested plan, a not-too-small commitment has to be 
made in terms of financial involvement and manpower. A small scale operation 
is not able to achieve all the objectives above. In calculating the preliminary 
budget, a break-even sales for the first year will be about $2.5 million. 
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Recommendations for Further Studies 
The suggested approach to marketing men's accessories through direct 
channels as presented in Chapter 7 was formulated from a qualitative 
perspective. In order to access the real opportunity，a quantitative research is 
recommended. 
A market survey conducted to investigate consumers' behaviour 
towards direct marketing of men's accessories will be useful to ascertain the 
favourable and unfavourable factors in this business. The demographics and 
psychographics of customers reacted most favourably to this approach can be 
identified. From this a target customer's segment can be set. 
The market shares and potentials of the target segment can then be 
assessed through government or trade statistics, and other causal methods. 
An adjustment has to be made to the original marketing proposal to suit 
to new findings of consumer and market information. 
A test marketing will be beneficial to the marketer as to the viability of 
the whole marketing approach as well as to each marketing strategy. This can 
take the form of a consumer clinic or a small scale market launch. This will 





Please tick the most suitable answer(s) 
Q1 Have you bought any products through direct marketing means in the 
past year? 
a)Yes b)No__ go to Q6 
Q2 What products have you purchased? 
a)Bank services b)Credit cards application 
c)Magazine subscription^_ d)Clothing/accessories 
e)Gift items, f)Electrical/electronics products 
g)others, please specify 
(Choose more than one answer, if applicable) 
Q3 Through what channels did you get information to buy the above 
products? 
a)TV b)Credit cards mail order__ c)Newspaper ads 
d)Magazine ads e)Direct Mailings 
f)Others, please specify 
(Choose more than one answer, if applicable) 
Q4 Why did you buy the above products through direct marketing? 
• V:: 71 
a)Cheaper b)More convenient c)Unique product 
d)Deliveiy service e)Good quality product 
f)Reliable maiketer/brand g)Fi.ee trial period 
h)Comprehensive product information 
i)Others, please specify_ 
(Choose more than one answer, if applicable) 
Q5 Are you satisfied with your purchase in general? 
a)Very satisfied b)Quite satisfied c)Satisfied 
d)Not very satisfied e)Veiy dissatisfied 
Q6 What hinders you from buying through direct marketing channels? 
a)More expensive b)Unsui e of product quality 
c)Long delivery time d)Reputation of marketer_ 
e)Cannot see product/no trial period 
f)Lack of product warranty 
(Choose more than one answer, if applicable) 
Q7 What are the improvements do you think will be necessary for 
you to increase purchasing through direct marketing means? 
a)Good value product__ b)More unique product 
c)Good brandname d)Ability to see product beforehand 
e)Reliable marketer__ f)Faster deliveiy_ 
g)availability of trial period 
h)Others, please specify 
(Choose more than one answer, if applicable) 
Q8 How old are you? 
a)21-25— b)26-30— c)31-35— 
d)36-4 0 e)41 and above 
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Q9 You are 
a)Male__ b)Female 
Q10 Which credit card(s) do you hold? 
a) VISA__ b)American Express__ c)Diners 
d)Master e)Others, please specify 
(Choose more than one answer, if applicable) 
THANK YOU VERY MUCH 
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APPENDIX 2 
OUTLINE OF FOCUS GROUP DISCUSSION 
Direct Marketing 
- What is direct marketing? 
- What types of products are bought through DM? 
- What are the usual channels? 
- What are the benefits of DM? 
- What are the risks/reservations of using DM? 
- What are the experiences of buying through DM? 
- Types of products/dollar values of previous purchases. 
- What products are most suitable to be marketed through DM? 
Buying Behaviour — clothing accessories 
- Shopping habits 
- Criteria for buying: brand/price/quality/style/.. • 
- Motive: gift/own use 
- Average spending 
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Direct marketing of clothing accessories k 
- Possible channels: TV/credit card mail order/magazine advertisings 
- Considerations: retail vs. DM channels 
- Ideal scenario of buying clothing/accessories 
Ties 
- Possibilities of buying ties through DM channels 
- If so, benefits obtained 
- If not, unfavourable factors 
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APPENDIX 3 
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